The goal of this study is to identify the potential export capacity of Iran based on the competitive advantage in the agricultural sector. Moreover, the potential export capacity of selected agricultural products (wheat, lentil, potato, onion, soybean, cotton, peas, and corn) has been studied using the competitive advantage index. The findings of the study show that, considering the separation effect and the net effects of the stable market share index as the competitive advantage index, this index has been negative for the major agricultural products of Iran. Moreover, this index has had a downward trend in recent years, which shows the decrease in competitive advantage. However, although Iran has to some extent lost its competitive advantage, it still has competitive advantage in most of its agricultural products.
Introduction
Considering that among the economic sectors of each country the agricultural sector is of great importance, export development and identification of potential export capacity are the driving force of economic growth in trade. Moreover, governments have always paid close attention to the policy of expansion of trade in this sector and its development process, and they have been of the important factors in the planning of countries. On the other hand, in order to reach this goal countries have tried to evaluate their capabilities, facilities, and manufacturing structures. Expansion of trade ties and increasing agricultural export is inevitably necessary for the economy of Iran. One of the important factors in determining strategies is to have advantage over others; to have the ability to produce and export goods of the highest quality with the best price. In this respect, Iran must also have more coherent programs in order to increase its export/import ratio. Factors effective in the competitive advantage and its shaping factors in the domestic and international dimensions, creating a competitive environment, and national competitive advantage, ways to sustain this advantage, and understanding factors threatening it are important elements discussed in the competitive marketing strategy. Moreover, considering national and foreign agricultural products (grain products in this project) based on price, supply, and demand the advantages index can be calculated for Iran; and thus can identify the potential capacities and decrease the existing concerns. The goal of this study was to identify the potential export capacities of Iran based on the competitive advantage in the agricultural sector (for the selected agricultural products) and by considering the prevailing conditions of the country.
2-Literature and previous research 2-1-The benefits of the competitive advantage
One of the most important resources of the competitive advantage of each country has been the efficiency of products and services. All cases, due to the sensitivity of the products flexibility, must be correctly used in order to increase the productivity(efficiency) of the products for the competitive advantage.
Of the other resources of this advantage in the exporting sector of countries, during the manufacturing process, are access to inexpensive and abundant labour force, and the technological developments and foreign investments; which are the competition between companies and countries on prices and attracting customers. Therefore, the status of a country depends on identifying its own structure and capacity. Moreover, by creating circumstances for competitive performance, consistent with governmental guidelines, they can specialize in global trade, which is one the new factors in the competitive advantage of the globalization opportunities of the government and firm. Porter has studied the terms of this factor in relevant inputs and economic agents. Today, economical and virtual competitiveness are increasing and trade limitations of markets have decreased, and advances have caused an increase in competitiveness and progress. Two of the studies in this respect are the "measuring the competitiveness of industries of the Philippines" by Devis and Eranica, and "Understanding the trade pattern the automotive industry and its parts in the NAESA countries in the first half of the 1990s" by Enass and OsouyekH. 1, 2 Daloum, in a study titled "Patterns of export specialization of the European Union countries", has studied the relative advantage by the Balassa RCA method, and then made them symmetrical and has used Galton's regression model. 3 Skamasterneko, in a study titled "The competitive advantage of products in Ukraine", has studied the competitive advantage using the revealed relative index. The results of this study have shown that among the products in 2004 drinks had the most(highest) competitive advantage. However, in years previous to 2004 Iron and steel had the most(highest) competitive advantage. In this study Galton's regression model was used in order to evaluate dynamism and competitive advantage, and trade patterns from 1992 to 2005. The result of this study showed that the trend of competitive advantage of Ukrainian products has been negative and low. Another research on market orientation by Sink and Renchehrd has studied the relationship between market orientation and business performance in the machine tool industry of Britain. The results of this study have shown that customer orientation and competitor orientation have an important and positive effect on business performance. Furthermore, the customer satisfaction has an important effect on this performance. 5 Zhou et al. have studied the effect of customer value on market orientation of the company and as a result the competitive advantage and company performance. 6 This study has been performed in the global industry of hotel services. 557 hotels of the global hotel club members were randomly chosen and the questionnaires were sent to their CEOs. 148 questionnaires were completed. The results showed that customer value was divided into the two dimensions of services and emphasis on price. Moreover, competitive advantage has been divided into the two dimensions of innovation and market differentiation. The customer value has affected the orientation of the company, and emphasis on service as caused increase in customer orientation and competitor orientation. 6 Hironen has studied the relationship between organizational performance, customer-focused strategies, performance measurement, and information technology. He has stated that customer-focused strategy is consistent with Porter's product differentiation strategy. 7 Mir, with the classification of the advantage views based on the level of development of countries, believes that relative advantage has a ladder of progress which most countries climb. Underdeveloped countries act based on relative (natural) advantage, newly industrialized countries on acquired or dynamic advantage, and developed countries based on competitive advantage. 8 Sigle has theoretically studied competitive capacity, and has provided some indices for it and a framework for measuring competitive capacity and its constituent resources through economic and mathematical relations. 9 In 1995 Sigle and koukebern studied the various aspects of competitive capacity and provided indices for it. 10 Moreover, in 1997 they used their method to evaluate the industrial competitive capacity of Mali and Ivory coast, which is Mali's most important rival, and to compare them. A study titled "The impacts of Vietnam's accession to the World Trade Organization" the competitiveness of products were measured using the RCA index. Moreover, in another study "The impacts of China's accession to the World Trade Organization" were evaluated using the same index. China is moving toward producing high-tech products, while its neighbouring countries, such as South Korea, Taiwan, and Singapore, are moving toward the production of heavy industrial products and capital goods.
3-Study Method 3-1-Constant market share (CMS) analysis
CMS explains the changes in export using three sources:
1-To focus on products, the usage of which are rising globally. 2-To focus on target-oriented markets, the use of which increases faster than the mean global consumption. 3-Competitiveness factor, meaning that the increase in market penetration (by improvement of product quality, offering competitive prices, and etcetera) causes an increase in market share. In order to estimate the effects of the above sources it is necessary to start the argument by analysing changes in export of product i by country j. CMS is calculated from the difference of actual growth of exports of product i by country j with the export growth of that product (by…) if it is consistent with the growth rate of global imports. Therefore we will have:
In which X ij is the export of product I by country j, ∆X ij is the actual change in export of product i by country j during two time periods, and r the growth rate of global imports. In the following equation:
D represents difference, S k the reverse of the share of country k, X k ij is the export of product i by country j to the market of country k, and d k ij the growth of export of product i by country j to the market k. in this equation S k ranges from one (in a goal-oriented market) to infinite (large number of markets). By the equation 2 and adding and subtracting phrases to the two sides of the equation we gain equation 3: (3) In which r i is the global import growth of product i and r ik import growth of product i in market k. In equation 3 from the right the first phrase shows the commodity effect equation, the second phrase the country effect, and the third the competitiveness effect. Commodity effect shows the amount of change in export resulting from the rapid growth of global imports of product i in comparison to other products. If the amount is positive it shows that part of the growth in export of product i by country j is due to the growth in demand for this product. Country effect shows the amount of change in export resulting from growth in demand in the destination country. If this amount is positive it shows that part of the growth in export has been due to choosing the appropriate market (growth in demand is higher than global demand growth). If the amount is negative it can be concluded that product i has been exported by country j to markets which have a growth lower than the global mean. Competitiveness effect shows the difference of actual growth rate of export of country j of product i to market k and import growth of country k of the same product. If the export of product i by country j to market k has a higher growth rate than the import of that product in market k, then the competitiveness capacity of country j in the export of product i to market k is increasing. In other words, the share of country j from market k is growing. If this occurs in respect to the majority of markets to which country j is exporting product i, then the industry related to this product in country i has increased its competitiveness capacity.
4-Estimation and calculation of CMS index
This index differentiated as commodity, country, and competitiveness effects is as follows: Source: the findings of the study In interpreting the above table for the onion crop it is necessary to say that the higher the positive number, the more appropriate the constant share of market for Iran. In this method the effect and index of competitive advantage is given in three parts, and as total and net. For other products it is as follows: Source: the findings of the study The differentiated effects and net effects of the CMS index, as the competitive advantage index, for the cotton crop during 2001-2011 in Iran shows that this index has been negative in some years. It also shows that this index has had an unstable trend during recent years. This shows that Iran has been unable to maintain or increase its competitive advantage. Being negative shows the lack of competitive advantage in this crop.
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October 2013, Vol. Source: the findings of the study The differentiated effects and net effects of the CMS index, as the competitive advantage index, for the pea crop during 2001-2011 in Iran shows that this index has been positive during many years. It also shows that this index has had an unstable trend during recent years. This shows that Iran has been unable to maintain or increase its competitive advantage. Source: the findings of the study The differentiated effects and net effects of the CMS index, as the competitive advantage index, for the lentil crop during 2001-2011 in Iran shows that this index has been positive during many years. It also shows that this index has had an unstable trend during recent years. This shows that Iran has been unable to maintain or increase its competitive advantage. Source: the findings of the study The differentiated effects and net effects of the CMS index, as the competitive advantage index, for the major agricultural products of Iran shows that this index has been negative in many products. It also shows that this index has had a downward trend in some products during recent years. This shows that the competitive advantage of some products in Iran has been lost or reduced.
5-Conclusion and recommendations
The differentiated effects and net effects of the CMS index, as the competitive advantage index, for the major agricultural products of Iran shows that this index has been negative in many products. It also shows that this index has had a downward trend in some products during recent years. This shows that the competitive advantage of some products in Iran has been lost or reduced. In order to increase the competitive capacity and competitive advantage of the selected agricultural products of Iran the following recommendations are given. Reduction of production costs is one of the most important strategies of increasing the competitive capacity of the selected agricultural products of Iran. Steps must be taken to decrease the production risk, and to decrease the cost of production factors and total production costs. Increasing the currency exchange rate, in other words, increasing the export/import ratio of these products is another important factor in increasing the competitive advantage of the selected agricultural products of Iran. Therefore, it is recommended that the government and relevant authorities, by considering other circumstances, plan to increase the currency exchange rate in respect to the inflation rate in order to increase competitive advantage Considering the positive efficacy of import tariffs on competitiveness capacity of the selected agricultural products of Iran, it is necessary for tariff protection to be temporary. Moreover, Iran must limit its tariff policies in order to join the WTO. Considering the reverse effect of the price of agricultural products on export competitive advantage of the selected agricultural products, it is recommended that the government, through its effective and efficient support, try to decrease the final price and as a result the price of agricultural products within the country. The government could also help to decrease the final prices for farmers by importing of capital goods and enhancing production technology. As was stated by Michel Porter in the competitive advantage view, a country can create an environment in which the creation of competitive advantage by domestic firms is encouraged by considering its own particular characteristics. As a result it will be able to produce and export products which will guarantee its constant growth. In this view the sustenance of a country in the global competitive scene is emphasised. Therefore, considering the introduction, globalization and, presence in the competitive scene, if a country does not gain advantage and efficacy of its own products in the production process, it will have to tolerate many costs and will ultimately be unable to compete in the international scene.
